Abstract-In facing the globalization, every business takes advantage in the use of internet to maximize their online platforms. For most online commerce websites in Indonesia, the need to increase their performance comes in form of maximizing online platforms. This study focused on Lazada Indonesia website (www.lazada.co.id ) and observed the customers' perception towards its quality. The paper uses Website Quality Theory (WebQual) and the data is descriptive. The research was done by spreading questionnaires to 100 respondents in Bandung to determine what are the factors determining website quality of Lazada Indonesia. The result shows that website's good reputation, detailed information, safe transaction, relevant information, believeable information and information easy to understand are the most determining factors of Lazada website that are perceived by the customers.
I. INTRODUCTION

OVERALL
LAZADA INDONESIA is an online shopping center is engaged in IT that offer various types of products such as electronics, books, toys and baby supplies, medical devices and beauty products, household appliances, and fixtures traveling and sports. LAZADA Indonesia was established in 2012 and is one of the branches of the retail network online LAZADA in Southeast Asia. In January 2012, the number of employees LAZADA only 4 people, and in August 2012 the personnel employed rose to 200 employees and continues to grow every month. At the initial launch Lazada has 4000 products sold and divided into 4 categories. Within one week Lazada get his first customer. His first customer was giving testimony regarding satisfaction with the services Lazada.co.id. Good service in terms of its purchase of up to aftersales make Lazada with 1000 subscribers in its first month, a figure which is quite fantastic after one month of the launch of the website. LAZADA have a warehouse or a warehouse of 2,500 square meters and 5,000 square meters in Jakarta, it is an attempt to maintain a growth of 20% every month. Until December 2012, LAZADA has 13 product categories and more than 3,000 subcategories. In total, the company sold 25,000 kinds of products. In the past year, several times Lazada getting funds from several companies such as JP Morgan and Kinnevik. Besides Indonesia, LAZADA also operates in four Southeast Asian countries, namely Malaysia, Thailand, Vietnam, and the Philippines. In the past year, LAZADA Indonesia has the largest revenue contribution namely 30%, followed by Thailand (www.lazada.com, accessed June 30 th , 2016).
In addition, most online businesses in developing countries such as in Indonesia have a low penetration to develop their business. Online business arise because of the increasing use of the Internet in the community, thus the existence of the Internet began to shift from conventional to online purchase (Mujiyana & Elissa, 2013) . Online shopping is purchases made via the Internet as a marketing medium with the use of the site (website) as a catalog. One of the advantages of online purchases that shoppers can select products in the catalog, buyers can also request a specific design, to be able to make payments online.
However, they need to increase of the performance and to develop their business Factors such as education, government policy, business competition, and technology are supporting factor that enables businesses to enhance their competitiveness. Various top brands of online shop make the internet users as their target consumers. The leading online store brands in Indonesia are as follows: PT Ecart Service Indonesia (lazada.com), PT OLX Indonesia (olx.com), PT Tokopedia (tokopedia.com), PT Fashion eServices Indonesia (zalora. com), PT Global Digital Commerce (blibli.com), and PT Unity Mentari Dimensions (bhinneka.com). The existence of various online stores are increasing, which becomes an option for internet users to purchase online. Online stores are required to develop various strategies to survive in this industry due to increasing competition. (Wardhana & Pradana, 2016 
Objectives of the Research
Based on the formulation of the above problems, the objectives to be achieved in this study are: To evaluate the quality of the user's perception Lazada website in the form of usability (usability), quality of information, and the quality of service interaction. Second, to determine the dimensions of the items on which of WebQual contributed the most in the measurement of the quality of the website www.lazada.co.id . Third, to provide advice (recommendations) based on the results of measurements of quality websites about what action should be taken by the management in order to improve the quality of the website. Benefits to be gained from this study are recommendations on how to build a website with good quality governance that is based on the dimensions of Information Quality, Quality of Service Interaction and Usability website.
II. DISCUSSION
WebQual Theory
Two most familiar models that are widely used to assess the adoption process in information technology are Technology Acceptance Model (TAM) and Website Quality (WebQual). TAM Provides the basis to Determine the effect of external factors on beliefs, attitudes, and goals of the users.
WebQual instruments on the approach and the importance of user perception. WebQual 1.0 emphasizes the analysis of information quality and has a deficiency in service interaction, WebQual 2.0 put more emphasis on the analysis of the interaction but is sorely lacking on the analysis of the quality of information. Both instruments were to be applied to a study of the quality of online auction sites (Barnes & Vidgens, 2007) . The results showed that Website Quality is categorized into three distinct areas of focus, namely: Quality of the site; The quality of information provided and the quality of interaction offered
The results of this study are known as WebQual 3.0. Barnes dan Vidgen (2007) also describe the theory that: WebQual instrument was developed in the domain of UK business schools. development methodology for the instrument was to use quality function deployment (QFD), which is a structured and disciplined process that provides a means to identify and carry the voice of the customer through each stage of product and or service development and implementation.
Dimensions of WebQual are:  Usability, which is the quality related to the design of the website  Information Quality, which is the quality of the content contained on the website, whether or not the information appropriate for the purpose users such as accuracy, format and linkages.  Interaction Quality, in terms of quality of service interactions experienced by users.  Overall Impression. The overall look and design of the website was already good.  (Barnes & Vidgen, 2007) Hence, for this research, the questionnaire is structured as follows:
 USABILITY Questionnaires are a number of written questions that are used to obtain information from respondents about things that are known or felt. This questionnaire is intended to obtain written
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information from the respondents related to the research objectives. e. Data analysis use the factor analysis method with the assistance of software SPSS.
Population and Sample
The population sampled in the study are all students of Telkom University in 2014. Because the population is known then the probability sampling technique by using simple random sampling (Simple Random Sampling).
Because the population in this study is known, making the number of samples authors use Slovin formula:
While : n = sample size N = total population e = degree of tolerance All respondents are students Telkom University has never used e-commerce website Lazada and all live in Bandung.
III. RESULTS
Descriptive Analysis of the Data
Testing Bartlett's test of Sphericity can be used to test the accuracy of the model factors. KMO is useful to measure the feasibility of the sample. Sig. .000
The table I above showed KMO and Bartlett's test. The output shows the number KMO and Bartlett's test was 0.893 was significantly above 0.5 with 0.000 is below 0.05 then the variables and sample it deserves to be analyzed further.
Anti image correlation. Data on 29 variables derived from the answers of 120 respondents were analyzed in the antiimage correlation, indicating criteria MSA figure above 0.5. which means that the variable can still be predicted to be further analyzed (Santoso, 2002: 101) . From the above test results, all variables that have fairly high correlation with other variables, making it feasible to proceed with the analysis include all the variables.
Factoring and Analysis rotation communalities. Communalities is essentially the amount of variance (can be in percentage) of a first variable that can be explained by factors that exist. (Santoso 2002: 117) . For example, the variable 01 (website easily understood), the rate of 0.810 means that 81% variance of variable fineness of the fabric can be explained by factors formed, as with other variables. All variables can be explained by factors formed with the greater communalities provisions of the increasingly close relationship variables concerned with factors formed. It can be seen in table II. The total variance explained. In Table Total Variance Explained (in Appendix-1), 14 variables that are analyzed can be grouped into three factors, namely the eigenvalues which indicates the number is greater than one. Thus there are three factors formed. Factor loadings are the correlation between the magnitude of each variable determining the variables that enter each factor is done by comparing the magnitude of the correlation on each line. Determining which factor entered variables determined by looking at the largest correlation value. In the above table have been sorted from the largest value to the smallest per factors (Hidayat, 2014) . From the table above, it appears that Factor 1 contains variable 11, 10, 12, 8, 7 and 9. The second factor variable load 14, 1, 2 and 13. The three factors make variable 5, 6, 4 and 3.
Once the factors are formed, it turns out the variables that go on each factor is not the same as predicted earlier. Therefore, the need to provide the name of the new label representative for the variables entered in each of the following factors 3.2 Factor Naming  Factor 1 consists of variable 11 (good reputation), 10 (detailed information) , 12 (safe transaction), 8 (relevant information), 7 (believeable information) dan 9 (information easy to understand).  Factor 2 consists of variable 14 (sense of personalization), 1 (website easy to operate), 2 (website interaction is clear and understandable) and 13.  Last but not least, factor 3 consists of variable 5 (positive experience), 6 (accurate information), 4 (appropriate design) and 3 (attractive appearance).
IV. CONCLUSION
The factors that the users acknowledge from lazada.co.id website are variable 11 (good reputation), 10 (detailed information), 12 (safe transaction), 8 (relevant information), 7 (believeable information) and 9 (information easy to understand). Afterwards, there are less-determining factors which are variable 14 (sense of personalization), 1 (website easy to operate), 2 (website interaction is clear and understandable). Last but not least, factor 3 consists of variable 5 (positive experience), 6 (accurate information), 4 (appropriate design) and 3 (attractive appearance).
